Generally speaking, small and medium-sized enterprises (SMEs) have common problems in marketing strategy formulation and strategy implementation, such as lagging marketing concept and single marketing mode and so on [1] . The incompleteness of marketing strategy system seriously restricts the leapfrog development and sustainable development of SMEs. Problems in the implementation of SME marketing strategy mainly reflect the lack of professional Internet marketing personnel reserved, the lack of mature concept of mobile Internet marketing and good use of mobile Internet marketing [2] . According to the problems existing in the marketing of SMEs in our country, the marketing strategy optimization of SMEs should be promoted in the aspects of cultivating and introducing mobile Internet marketing professionals, updating the concept of mobile Internet marketing, using the Internet to put into operation accurately and using Internet tools to build core competitiveness [3] . First this article introduces the definition of SMEs and the importance of SMEs for the national economy, and then collates and summarizes the problems faced by SMEs in China in the context of the Internet and provides solutions to these problems, which are also the main contribution of this article.
Introduction
For small and medium-sized enterprises, they are classified according to the differences in the development of the industry, the scale of enterprises, the number of employees and the income of the enterprises and so on. For example, the NDRC, the Ministry of Finance, the Ministry of Industry and Information Technology issued the "Notice on Printing Standard Provisions for Small and Medium Sized Enterprises", classifying industrial enterprises with less than 1000 employees and annual sales income of 400 million yuan as the type of small and medium-sized enterprises. SMEs play an important role in the national economy, and SMEs also play an irreplaceable role in promoting economic growth, promoting innovation, increasing taxes, attracting employment and improving people's livelihood. SMEs provided more than 50% of tax revenue, created more than 60% of their GDP, completed more than 70% of invention patents, and provided more than 80% of urban jobs, accounting for more than 99% of the total number of enterprises [4] .
In the era of Internet+, the various elements have changed. The Internet has promoted the optimization and integration of the production elements and the ability to innovate, which will change the scale agglomeration effect of the past and need more to develop effective markets and achieve accurate users [5] . The future of corporate marketing will pay more attention to the use of big data, enhancing value creation, enhancing customer experience. In the era of Internet+, SMEs marketing needs more innovation in concepts, theories, markets, technologies, methods, strategies, organizations, rules and so on. This means that SMEs also face more challenges. SMEs must adhere to advancing with the times, persisting in innovation, identifying problems in their own development, and formulating suitable marketing strategies for their own development so that they can develop in an internationalized market in the new era, and maintain its own advantages and gain long-term development.
This paper collates and summarizes the problems that restrict the development of SMEs in the era of Internet+, such as lack of mobile internet marketing personnel reserved, lack of mature concept of mobile internet marketing, and use of mobile internet marketing incomprehensive. And this paper finally provides corresponding solutions one by one. However, at the same time, due to the limited space, this article does not describe these solutions in detail. And the impacts of the Internet on various industries are not the same, so the problems faced may be different. Therefore, the specific implementation of these methods should be based on specific analysis of the problem.
Necessity of Innovating Marketing Strategy of SMEs
SMEs occupy an important position in the national economy and are an important growth point for the national economy and have gradually become the main force for the development of social productive forces. They play an important role in settling employment and are an important foundation for social stability [6] . Many SMEs are labor-intensive enterprises that require relatively low skills of workers and can widely absorb labor, create employment opportunities and promote social stability. They also occupy the dominant position in rural economy and play an important role in increasing farmers' income, promoting agricultural development and rural economic development. With the popularization Y. Y. Jin American Journal of Industrial and Business Management of the Internet and the development of economic globalization, SMEs have become an important force in the export of products and have been active in the international market. Accelerating the development of SMEs and solving the existing marketing problems in SMEs are of great significance to the sustained and steady economic growth.
SMEs marketing activities are part of SMEs management, relating to the economic benefits of SMEs. Through marketing, companies can fully understand the market, understand the needs of consumers, and develop products, sales methods, pricing and other strategies to form a market-oriented management to meet consumer demand for products and services, so that they can increase the income of SMEs. However, these traditional marketing strategies need to implement an enterprise marketing strategy in the context of the Internet with another new means.
Characteristics and Existing Problems of SMEs Marketing under Background of Internet
At present, judging from the present situation of the marketing development of all major SMEs in China, they have the following characteristics: 1) SMEs are small in size but strong in environmental adaptability. SMEs can timely adjust their own industrial structure according to changes in the market and change the direction of production so as to adapt to changes in market demand. 2)
SMEs have a larger business scope in the market. Although the technology is single, more attention is paid to the application of professional technologies. 3)
SMEs marketing model is more flexible than large enterprises in technical innovation, good at applying a variety of new technology, and can promote product replacement to the greatest extent possible to meet the needs of the market [7] .
At the same time, marketing has gradually been widely accepted by business owners, and marketing of corporate products gradually shifts from the traditional to the new marketing concept in the Internet context, and some SMEs in our country have started to learn how to use new marketing methods to arm themselves. However, on the whole, there are still some enterprises that do not make enough market development efforts, and lack of understanding of marketing and information channels. They only view marketing as a general marketing. In the actual marketing process, they are embodied as:
1) Lack of Mobile Internet Marketing Personnel Reserved
From the point of view of talent's role in enterprise development, talent is a driving force for enterprise development, but also a source of enterprise development. The development of SMEs mobile Internet marketing in China also need talent [8] . 
Strengthen Construction of SMEs Marketing Innovation Strategy System

Training and Introduction of Mobile Internet Marketing Professionals
Mobile Internet marketing is an emerging industry that requires specialized tal- 
Update the Concept of Mobile Internet Marketing
By the impact of the development environment of mobile Internet, the tradi- 
Use of the Internet Delivery Precisely
In the era of mobile Internet, SMEs in China have the conditions to develop precision marketing. Because various mobile smart devices are developed, the ways and channels for enterprises to obtain customer information also appear diversified [12] . 
Use of Internet Tools to Build Core Competitiveness
SMEs' capacity to build core competitiveness should be enhanced. They need to recognize that their awareness of the Internet + needs to be strengthened, and to know their own shortcomings. And then they need to attract Internet talent and marketing personnel to improve their technology. The advantage of traditional labor-intensive enterprises, today, is declining. SMEs should create their own unique differentiated value for the company's actual products, if there is no ability to disrupt the product innovation. It is also the embodiment of its core strength. Soft promotion, APP promotion, public number marketing are also a kind of minimal innovation for the enterprise, they are also core competitiveness of the enterprise. In the era of mobile Internet, fans is a considerable economic profit, based on the customer. The details of the ultimate, the perfect experience for customers, products, enhance customer involvement, trigger customers' resonance. SMEs need to captive fans and good brand. Most importantly, the leaders of enterprises should change their mode of thinking, take part in lectures and forums held by the government, take the initiative to visit outstanding enterprises and promote the harmonious development of enterprises [13] .
Conclusion
In practice, influenced by the management system, management concepts and other constraints, there are many problems in formulation and implementation of SMEs marketing strategies in the era of mobile Internet, including lack of marketing concept, lack of professional mobile Internet marketing professionals, and lack of good use of mobile Internet marketing. The inadequacy of the marketing strategy system has severely restricted the sustainable development of SMEs. According to the problems existing in the marketing of SMEs in our country, the marketing strategy optimization of SMEs should be promoted in the aspects of cultivating and introducing mobile Internet marketing professionals, updating the concept of mobile Internet marketing, using Internet precisely delivery and using Internet tools to build core competitiveness.
